Objective: The primary objective of the present study is to understand the impact of Cause-Related Marketing (CRM) on customer's buying intention. Methodology: In the present study quantitative technique was used for collecting data. Data were analyzed using SPSS. Findings: The result shows the relationship between Suitability of the Campaign (SoC) to Evaluation of Campaign (EC) was found negative and insignificant. The relationship between EC to Controllability of Efforts (CoE) was also found negative but significant. The relationship between EC to Perceived Motivational Attribution (PMA) and between PMA to Behavioural Outcome (BOI) was found positive and significant. Originality and Contribution: The present sector. The study will help academicians understand factors impacting CRM and outcome study is expected to contribute to the literature on Cause Related Marketing in the context of automobile of CRM. Policy makers will also be benefitted by such knowledge. There are very few works done in the context of India and hence the present work is expected to contribute to the existing literature on CRM.
DOI: 10.4236/tel.2019.96135 2140 Theoretical Economics Letters ing approach in the early 1990s. Since then, CRM has gained ever-growing popularity among brand marketers, who believe this approach helps to enhance both brand attitude and purchase intention [2] [3] .
The CSR concept was developed from two sources at different times, one was CSR as business ethics and the other as part of sustainable development programs, but converged as a business norm after the millennium [4] . One of the definitions of CSR was given by Bowen [5] where he defined CSR as the organizations' social commitment to go after the corporate policies to make decisions which are useful to the interest or values of the community. Another definition provided by Davis and Blomstrom [6] emphasizes the balance that the organization should try to achieve via CSR, balance between the welfare of the community and the business objective of the organization. Davis and Blomstrom defined the CSR as a term that indicates to the organization's obligation to improve the interest of the community as well as to achieve the objectives of the organization. Furthermore, it had been found that from the perspective of customers, the firm's CSR strategies can improve company image in the mind of customers thus improving the customer's loyalty and patronage intention [7] . The CSR activities undertaken by companies were found to create more emotional attachment of the customers to the firm, increasing customer's satisfaction and improving the customer-company relationship [8] .
CSR and CRM are closely linked to each other. CRM is defined by Adkins [9] as "activity which businesses and charities or causes form a partnership with each other to market an image, product or service for mutual benefit". Varadarajan and Menon [1] view cause-related marketing amongst CSR initiatives that "Do Better by Doing Good". In other words, they believe it not only enhances company revenue but in addition contributes to societal welfare. Their definition of CSR is, "The process of formulating and implementing marketing activities that are characterised by an offer from the firm to contribute a specified amount to a designated cause when customers engaging in revenue-providing exchanges that satisfy organisational and individual objectives" [10] . The paragraph below brings forth an example of CSR program practiced by one of the leading auto- 
Conceptual Model
Varadarajan among brand marketers, who believed this approach helps to enhance both brand attitude and purchase intention [11] . The conceptual model below discusses in detail the process of how CRM can lead to positive purchase intention ( Figure 1 ). The CRM campaign of a firm is judged by customer based on factors like Suitability of the campaign. Suitability of CRM campaign (SOC) is defined as customer's belief that the CRM campaign fits the business domain of the company funding the CRM program. The contrast effect theory suggests that a CRM program may be evaluated by consumers differently for one company as opposed to another company [12] . The suitability of CRM campaign depends on the consumers' pre-existing knowledge about the domain of the company involved in the CRM campaign [12] . If the customer's perceive the domain of the company fits well with the cause that the company is supporting then it leads to positive evaluation of the CRM campaign and vice versa [13] . If the cause supported in the campaign does not sync well with the domain of the company then leads to [12] . Hence from the above it can be hypothesized that:
H1: Suitability of the campaign (SOC) is positively related to evaluation of the campaign (EC). As per attribution theory consumers attribute causes to the consequences of the event. One of the dimensions of the whole casual process attribution is the perceived controllability of CRM campaign. It is the perception that the company funding the CRM campaign is capable of addressing the cause and bringing positive change [12] [14] [15] [16] . If the campaign is evaluated negatively then the customer perceive that the cause supported in the CRM campaign is beyond the capability of the firm involved in the CRM campaign and vice versa [11] [12] [13] . If the campaign is evaluated positively then it leads to positive perception about the capability of the firm involved in it. We hypothesize that when a consumer evaluates a CRM campaign he is looking at ability of the sponsoring companies to address the cause and bring about a positive change in the society.
H2: There is positive relationship between evaluation of the campaign and the controllability of the campaign.
Positive Motivational Attribution (PMA) process is central to determining the success or failure of CRM [11] [12] [13] . Such process determines consumers' perceptions of the parent brand's CRM engagement motives [17] [18] [19] . Positive attribution emerges in cases of altruistic perceptions (presence of persuasive components in the CRM campaign that further prove the authenticity of the campaign, that the campaign is for supporting a true cause and addressing the same rather than focusing on the self-interest of the company) about company's motives, whereas negative attribution emerges in cases of egoistic perceptions (that the CRM campaign is for the self-benefit of the company rather than addressing any social cause) [11] [12] [13] . The consumer's belief that the company funding the CRM campaign is able/not able to address the cause is driven by the consumers perception's about the motive behind initiating the CRM campaign. If the consumer believes the motives to be focused on creating societal good rather serving the business goals of the company funding the CRM campaign, they are more likely to have a Positive Motivational Attribution (PMA). Thus we hypothesize that consumer perception that the controllability of the campaign is high leads to PMA. H4: PMA is positively related to buying intention.
Methodology
Data were collected from a sample of 253 customers who were selected based on the key concepts of the moral judgment theory, attribution theory and confirmation bias theory mentioned in the previous sections as proposed by [11] [13] Respondents were aged between 28 and 35, with college educational backgrounds and annual income level (ranging from INR 35,000 to INR 50,000). Besides, the participants were evenly distributed in gender. Respondents were aware of the objective and process of the survey, they were willing to cooperate. The process of data analysis begins with reducing the number of variables to a reduced set for better interpretation using Factor Analysis. Table 1 shows the details of the Rotated Component Matrix. It can be observed that 18 observed variables were reduced to 5 factors. Confirmatory Factor Analysis (CFA) was used to reducing a number of variables into a smaller number of factors which can improve the interpretation. Variables which loaded more than 0.50 on respective factors were grouped under the factor as underlying dimensions of that factor. Since the variables under each factor are correlated with each other hence are grouped together. Deducing interpretation with 5 factors is easier then 18 variables. Table 1 also shows the labels for each of the Factors. Table 2 shows the cleanliness of the measurement items or questionnaire items.
Under the cleanliness of measurement items the following things are checked:
• Unidimentionality of the variables: indicated by the factor loadings. Each variable should load more than 0.30 on each factor. Higher the loading better the unidimentionality. Unidimentionality means variable is measuring only that factor and not cross-loaded on other factors. If it's also loaded on other factors it disturbs the interpretation.
• Reliability: it means the reliable and is testing what its suppose to test. Its checked using composite reliability and composite variance. The formulae for composite reliability is:
• Composite Reliability = Square of the sum of the loadings for a particular factor/(Square of the sum of the loadings for a particular factor + Sum of the errors).
• Composite Variance = Sum of the R 2 /(Sum of the R 2 + Sum of the errors). • R square is loading square and Error is 1 − R square. • R is the loading and R square is the explained variance and 1 − R square is the unexplained variance or the error. Results of Confirmatory Factor Analysis (CFA) revealed that the appropriate items loaded at least 0.55 on their respective hypothesized Factors. Reliability was indicated by composite reliability measures all exceeding 0.70 and the average percentage of variance extracted for each construct was nearly greater than 0.50 [15] . In summary, the measurement model is clean, with evidence for unidimensionality, convergent validity, reliability. Table 3 & Table 4 . The results (in Table 3 and Table 4) 
Conclusions
In the present case, the relationship between Suitability of Campaign to Evaluation of Campaign was found negative and insignificant. The relationship between Evaluation of Campaign to the Controllability of the Effort was also found negative and significant. In the present case, it was found that customers perce- Table 3 and Table 4 which show these values with clarity). welfare of the society. The fit might indicate that a company is making conscious efforts to highlight its domain and not do something genuinely for the society.
Hence the campaign was not evaluated positively. Low fit may indicate positive Evaluation of Campaign. Also, the relationship between the Evaluation of the Campaign to Controllability of Efforts was found negative. Though the respondent's do not perceive that the Campaign is compelling, trustworthy, convincing and relevant still they believed that company will be able to control it and can address the cause of CRM. One probable reason could be that the respondents believe that company can bring the road accidents to zero as they have positive faith and goodwill about the company, which is a giant and number one automobile company in India.
The relationship between Controllability of Efforts and Positive Motivation
Attribution was found positive and significant. This is different from the previous two hypotheses as discussed above. Respondents perceive that the CRM program by the company would generate positive outcome and hence they are If the company wants to improve the perception of the stakeholder through its CRM program then it should work on the fit between CRM program and company. It should emphasize that the CRM program is not a fancy affair; rather the company is seriously motivated by the increased road accidents in India and aims to reduce the rate. The company has to monitor the improvement in the rate of accidents in area where such CRM program was implemented and should do this in a continuous way. It should analyze the report and publish it for general public via print media and other social networking sites. Also such initiatives should be in a continuous way rather than in a discontinuous way. This will clear the ambiguity in the mind of people. They will be able to perceive better about the serious of the company with respect to its CRM initiatives. Then the perception about Suitability of the CRM program with the image and mission of the company will not prompt respondents to think that the CRM is a marketing gimmick to improve the image of the company, and that the company is not serious about addressing a social menace or fight for a social cause. This can improve the Evaluation of the Campaign and better the changes of Buying Intention. At present, the Buying Intention could be attributed to its quality and performance.
Limitation and Direction for Future Research
The present work looks at the process of evaluation of CRM campaign leads to positive buying intentions. The conceptual framework is tested using Structural Equation Modelling (SEM). However, like any other study, the present study too invariably bears limitations. Some of the limitations of the present study are lack of study of socio-demographic variables and their impact on the buying intentions. Future research can pay attention to these variables and test if these variables can moderate or mediate the relationships between evaluation of CRM campaign and buying intentions.
